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Story ideas for print and broadcast media 
MANUFACTURERS, NOT RETAILERS, LOSE WHEN S ARE OUT OF STOCK; 
NEW STUDY FINDS MORE THAN 30 PERCENT WILL SWITCH TO COMPETING BRANDS 
What happens when shoppers can't find their favorite toothpaste on the 
shelf? The response of today's busy consumer seems to be: "I'd rather 
switch than fight." 
Although most consumers who participated in a recent marketing survey 
indicated high brand loyalty and high brand preference for products such as 
toothpaste, coffee, peanut butter, orange juice and tomato sauce, 31 
percent actually switched to a competing brand when they couldn't find 
their favorite brand on the shelf instead of going to another store or 
making a special trip back later. 
That's the major finding in a study by researchers from the University 
of Dayton, the Air Force Institute of Technology and the University of 
South Florida. The research team interviewed 2,810 shoppers in the check-
out line at the Wright-Patterson Air Force Base commissary during the 
summer of 1988. The study, submitted to the Journal of Consumer Marketing, 
will be presented at the American Marketing Association's winter conference 
in Phoenix at the end of February. For media interviews, contact Peggy 
Emmelhainz, assistant professor of marketing at UD, at (513) 229-3702. 
POOR BEDSIDE MANNER CAN CONTRIBUTE TO LONGER PATIENT RECOVERY TIME, 
ACCORDING TO UD STUDY 
Patients whose physicians ignore or dismiss their requests for 
reassurance may take longer to recover, rely more on drugs and pain killers 
and be less likely to cooperate with prescribed treatments, says a 
University of Dayton health communication expert. 
Teresa Thompson, an associate professor of communication at UD and 
editor of Health Communication, a national communication quarterly journal, 
and her husband and colleague Louis Cusella studied 100 patient-physician 
interactions in a variety of health care settings and found that most 
patients are satisfied with their health care, but dissatisfied with the 
communication accompanying it. 
When patients ask for reassurance, Thompson found that physicians 
frequently make "disconfirming" responses, ranging from ignoring the 
patient's statement, to imperviousness, such as telling a fearful patient, 
"There's nothing to worry about." 
To improve communication, patients need to initiate change, and write 
down questions if necessary, she said. While that seems like a time-
consuming process, "the data show that more time is wasted because of lack 
of earlier communication. Patients who take control receive better care." 
For media interviews, contact Tef esa Thompson at (513) 229-2379. 
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